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HOW LOCAL FIRMS CAN BE SUCCESSFUL IN COLLEGE RECRUITING
Competition is keen for outstanding accounting 
graduates. Local firms, lacking the resources to 
spend large sums on campus recruiting, often be­
lieve they are at a disadvantage in hiring such per­
sonnel. By using certain recruiting techniques, 
however, there is no reason why local firms cannot 
compete successfully for top accounting graduates.
Besides on-campus recruiting, there are several 
methods of hiring accounting staff. These include 
placing an advertisement in the newspaper, con­
tacting a professional employment agency or re­
sponding to unsolicited resumes and referrals. 
Because it is often difficult for people to accept an­
other firm’s way of doing things, however, some 
firms prefer to hire only people who have no prior 
work experience. To do this, recruiting on a college 
campus offers many advantages over other 
methods.
For example, once you have hired a couple of 
graduates and are familiar with the standards of the 
school, on-campus recruiting can provide you with 
a constant source of candidates with a consistent 
level of academic achievement. On-campus recruit­
ing is also easier. One recruiter can interview up to 
twelve students in a day in predetermined thirty­
minute time slots. With help from the campus 
placement office in arranging the interviews, this 
allows you to quickly screen people without com­
mitting substantial time and resources.
You can also solicit informal faculty comments on 
the students being interviewed. This will help verify 
the information on their resumes and may be the key 
input in determining whether or not to make an 
offer to a particular student. Developing a reputa­
tion as an outstanding CPA firm through a suc­
cessful relationship with a college can only enhance 
your prospects of attracting current top graduates.
The best way to begin a successful relationship 
with a college is to develop close contacts with the 
chairman of the accounting department, key faculty 
members and the director of the campus placement 
office. Faculty often have a strong influence on stu­
dents’ employment decisions, and these contacts 
should be the primary element in a local firm’s cam­
pus recruiting efforts. You can invite these individu­
als to your office and acquaint them with your 
operations. Faculty are often critized for being bi­
ased toward national CPA firms. This may be due to 
their lack of knowledge of local firms.
The recruiting partner should meet the director of 
the campus placement office and review the process 
for conducting campus interviews. It is a good idea 
to find out what services the placement office pro­
vides and to ask about the experiences of other CPA 
firms on that campus. The recruiting partner should 
also ask for a copy of the school catalog and aca­
demic calendar, and review the graduation dates 
and requirements for graduation.
A brochure will help students learn about your 
firm, and there are a number of college activities in 
which firm members can participate to enhance 
your reputation as a leader in the local accounting 
community. These include having members of the 
firm speak at meetings of student accounting organ­
izations, at career days or career-planning sessions 
and at auditing and tax classes. There are other 
things the firm can do to become known, such as 
attending events sponsored by student organiza- 
tions, which may hold annual banquets, profes­
sional program days or other activities to which 
they invite professionals from the local community.
Each year, the local chapter of Beta Alpha Psi
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How Businesses Select CPA Finns
Knowing how businesses select CPA firms can be 
useful information to practitioners in planning mar­
keting activities and in choosing target markets. To 
determine what criteria were used by different 
groups of businesses and which individuals were 
involved at different stages in the selection process, 
a questionnaire was mailed to 566 business firms 
randomly selected from the 1980 Dun & Bradstreet 
Million Dollar Directory.
Responses were received from 307 businesses, 33 
percent of which had fiscal 1979 sales volume of $5 
million or less; 33 percent, $6 million to $23 million; 
and 34 percent, $24 million or more. Forty-six per­
cent of these businesses were privately owned; 44 
percent used nonnational CPA firms; and 54 percent 
did not have an audit committee.
The businesses had been associated with their 
CPAs for an average of eight years and had consid­
ered an average of two bids in their last CPA selec­
tions. The audit fees for 36 percent of the businesses 
amounted to less than $20,000; 34 percent paid 
$20,000 to $49,000; and 30 percent $50,000 or more.
The selection criteria
The characteristics, as rated by the respondents, are 
listed below in descending order of importance:
1 Performance of auditing and tax services




5 Proposal and fee
6 Adherence to professional standards
7 Ability to provide desired accounting services
8 Geographical proximity to respondent's offices
9 Size and national prestige
10 Ability to provide management advisory 
services
11 Recommendations by individuals outside re­
spondent firm
12 An approach by CPA firm indicating an interest 
in being respondents auditor
The characteristics of the respondent businesses 
apparently make a difference to the importance 
given some selection criteria. For example, smaller 
businesses attach greater significance than larger 
ones to a CPA firm’s accounting-services abilities, its 
industry specializations and the accessibility of its 
partners to their executives. Larger businesses, on 
the other hand, give greater weight to the CPA firm’s 
size and national prestige.
Businesses that had recently changed CPA firms 
and which had evaluated more than one bid in their 
last selections considered the CPA firm’s proposal 
and fee and its size and prestige to be important 
criteria in the selection process.
Clients of nonnational CPA firms considered the 
following selection criteria more important than 
did clients of national CPA firms: (1) ability to pro­
vide desired accounting services; (2) local reputa­
tion; (3) accessibility of the partners to their 
executives and (4) indications of the CPA firm’s de­
sire to be their auditor. In comparison, clients of 
national CPA firms considered the firm’s size and 
national prestige and the geographical proximity to 
their offices to be more important.
Businesses with audit committees attached 
greater importance than did those without audit 
committees to the CPA firm’s recommendation by 
outside people, its adherence to professional stan­
dards, the proposal and fee, firm size and national 
prestige and its industry specializations.
Respondents also indicated whether or not they 
believed differences existed with respect to CPA 
firm characteristics. The results show that client 
businesses do not consider CPA firms to be homoge­
nous. In comparison with clients of national CPA 
firms, nonnational-firm clients believed their CPAs 
were more variable with respect to (1) adherence to 
professional standards; (2) local reputation; (3) per­
formance of auditing and tax services; and (4) abil­
ity to provide desired accounting services.
The selection process
Five steps appear to be involved in the CPA selection 
process: (1) recommending alternative firms; (2) 
providing information about them; (3) evaluating
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There is a tremendous market for personal fi­
nancial planning services—services that CPAs 
are eminently suited to provide. It is a compet­
itive business, though. As well as CPAs, other 
professionals and business organizations, such 
as certified financial planners, banks and bro­
kerage firms and life insurance companies seek 
to supply this need. The key to meeting this 
competition is in marketing and promoting 
your personal financial planning services.
In his article, "Providing Personal Financial 
Planning Services," which was published in 
the January 1985 issue of The Practicing CPA, 
Robert F. Warwick says that personal financial 
planning can be promoted in much the same 
way as other firm services. Among the ideas 
presented, Mr. Warwick suggests utilizing cli­
ent and specialty newsletters.
Obtaining a constant supply of suitable ma­
terial for a regular newsletter, or enough mate­
rial for a specialty newsletter can be a difficult 
undertaking. Over 5,600 firms prefer to use the 
CPA Client Bulletin, published by the AICPA, 
either as printed or as source material for 
items incorporated with articles written in­
house for their own newsletters.
The July issue of the CPA Client Bulletin is a 
specialty one—one devoted entirely to per­
sonal financial planning. It is an eight-page 
review of investment strategies, estate build­
ing, retirement preparation, taxes (including 
highlights of the administrations recent pro­
posals) and other financial planning ideas.
With the July dateline removed, this special 
issue lends itself to being included with a firm's 
personal financial planning service promo­
tional materials and can be ordered from the 
AICPA circulation department in lots of 25 for 
$10 per lot for nonsubscribers. Or, firms wish­
ing to start a subscription can make this the 
first issue. Fifty copies per month cost $120 a 
year, and subscribers can order extra copies at 
$5 per lot of 25. For more information on sub­
scriptions or the proof-sheet service, just con­
tact Arthur Lodge, (212) 575-6277. [7]
them; (4) making a formal recommendation and (5) 
selecting a CPA firm. Relatively few individuals and 
groups (the average number is 3.5) participate in 
this process.
The chief executive officer (CEO) and chief finan­
cial officer (CFO) are the most influential partici­
pants and are involved at all stages in the selection. 
The CEO, however, tends to be the most influential 
individual in smaller businesses and the CFO in 
larger ones.
The audit committee, the chairman of the board 
and the treasurer are also actively involved in the 
selection process. Audit committee influence is 
prominent in larger businesses and when it comes 
to evaluating and formally recommending and se­
lecting a CPA firm. At those stages, it is the treasurer 
who provides information about the CPA firms and 
is the power in the evaluation while the chairman of 
the board is most influential in the recommendation 
and selection. Both the chairman of the board and 
the treasurer are more influential in smaller 
businesses.
Conclusion
The results of this study show which CPA firm 
characteristics are important to different business 
groups and which individuals in those businesses 
are most actively involved in gathering information 
about and selecting CPA firms. This can make it 
easier for practitioners to target the right individu­
als in those groups of businesses that have service 
needs which best match the strengths and skills of 
their firms. [7]
—by Susan A. Lynn, CPA 
Department of Accounting and
Business Legal Studies 
George Mason University
Fairfax, Virginia 22030
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The Firm Administrator—Your Practice’s 
Most Important Staff Member
After twenty-six years as a practitioner and con­
sultant, I am of the opinion that the number-one 
problem facing CPA firms is management. Many 
CPAs, lacking management training, go into prac­
tice thinking that they must merely do competent 
accounting and tax work, keep obtaining clients, get 
paid for their services and all will be well. The truth 
is, that through inability to cope with day-to-day 
management problems, many will not accomplish 
their goals of growth, offering full client service, 
adhering to professional standards and earning a 
fair return on their investment. The solution some 
firms are finding seems simple enough—hire a pro­
fessional firm administrator.
Practitioners have to understand that they are in 
business and that obtaining clients, doing compe­
tent work, billing on a timely basis and retaining 
adequate, competent staff—all tasks for the equity 
holders—are vital if the firm’s goals are to be met. So 
often, though, the equity holders become too busy 
with myriad other tasks to concentrate their efforts 
on attaining the firm’s goals.
Successful practitioners live by the slogan 
“Promote clients and oversee quality work.” There is 
no role for such results-oriented equity holders in 
the daily management of the firm. This is a responsi­
bility that should be left to someone who is experi­
enced and qualified to handle it.
The office administrator of a CPA firm is a profes­
sional of the highest caliber—someone who under­
stands that the firm is his or her only client. It is a 
position of great responsibility and requires tact, 
patience and the ability to get things done. It also 
requires a background in office techniques and per­
sonnel management, including a knowledge of in­
surance needs and procedures and billing and 
collection practices, as well as an understanding of 
the firm’s goals.
For example, if one goal of the firm is to provide 
clients with a “product" on a timely basis, the ad­
ministrator would undertake to establish time 
frames, checklists and routing sheets and review the 
steps necessary to accomplish this goal. Equity 
holders usually don’t have the time, or if they have 
the time, they don't have the patience to do these 
things. (It shouldn’t be their role anyway.)
When a firm reaches $500,000 in gross billings, it 
should consider hiring a firm administrator. At that
The Firm Administrator’s Duties
□ Personnel administration with respect to sup­
port staff and paraprofessional employees, in­
cluding recruiting, interviewing, evaluating, 
disciplining and training. Consult on final se­
lection of candidates with the appropriate de­
partment head or equity holder and secure the 
approval of the chief executive for the creation 
of new positions.
□ Personnel administration with respect to all 
employees of the firm. Assist in the recruit­
ment of any employee, prepare recruiting liter­
ature, schedule interviews for staff applicants, 
train new employees in the organization and 
systems of the firm and supervise the comple­
tion of insurance enrollment forms, insurance 
transfers and claims, unemployment compen­
sation claims and such. Maintain a con­
fidential personnel file on every employee, 
including application or resume, a summary of 
hiring information, personnel tests, positions 
held, compensation, insurance information, 
discipline and related matters. Maintain nec­
essary insurance and related information in a 
confidential personnel file for each partner. 
Maintain a system to evaluate staff work.
□ Review insurance and other benefits of the 
firm and make appropriate investigations and 
recommendations to equity holders.
□ Exchange information with regard to office 
policies and employee compensation with 
other employers on a confidential basis.
□ Coordinate and supervise the professional­
support functions of the firm, including secre­
tarial, typing, reproduction, messenger ser­
vice, travel service, reception and telephone 
services. Ensure that such services are pro­
vided to the firm in an effective manner at a 
reasonable cost.
□ Supervise library housekeeping, including 
checking out books. The administrator is not 
responsible for selection of books but may be 
called upon to coordinate a committee with 
selection responsibilities and order all ap­
proved materials.
□ Oversee space and equipment planning, in­
cluding use of space, reallocation of offices, 
leasehold improvements, maintenance and 
general relationships with the landlord and 
other tenants.
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size, pressure is already building on the equity hold­
ers to maintain the firm's growth as well as to get the 
work out. Yet, they are also expected to hire, evalu­
ate and compensate staff; order supplies; bill and 
collect; schedule; set up seminars and CPE courses 
and so on. At this stage, firms that don’t obtain 
professional administrative help often stagnate be­
cause of an inability to cope with managerial duties 
and problems.
In turn, this stagnation often erodes the ability of 
a firm to retain aggressive, competent people and 
can contribute to loss of clientele and even the 
breakup of the firm through apparent lack of atten­
tion. Many of these problems would disappear if the 
equity holders would "stick to their knitting" and 
leave the day-to-day management to a professional 
firm administrator.
Clearly, this is a formidable job, which, to be done 
well, needs a person of varied talents. Certainly, this 
person should have exposure to the wealth of man­
agerial expertise usually encountered in military 
and corporate life. Indeed, outstanding candidates 
for this position are often from those two areas, 
usually at the rank of major and up in the military 
and at the level of assistant or divisional controller 
in a medium-size corporation. They are used to solv­
ing problems, to dealing with people and to getting 
things done.
Hiring a CPA from practice for this job is usually 
an error. The individual tends to become involved in 
what he or she knows best—namely client service. 
The key to this position is one of serving the firm’s 
needs and goals—that is, employing someone to 
take care of the firm with the same attention to 
details that the equity holders give clients. Should 
you hire a firm administrator, I am confident that 
you will find this person is the most important 
member of your staff. □
—by Sheldon Ames, CPA, PMC 
3530 Cummings Road 
Cleveland, Ohio 44118
Editor's note: For other ideas on employing a profes­
sional firm administrator, readers might like to refer to 
the following Practicing CPA articles: "The Need for 
and Function of an Office Manager,” December 1981; 
"The Professional Firm Administrator,” July 1984; and 
"The Role of the Firm Administrator” August 1984. 
Additional information can be obtained from Clifford 
M. Brownstein, executive director, Association of Ac­
counting Administrators, P.O. Box 11000, Washington, 
D.C. 20008; (202) 537-1220.
□ Prepare and submit an annual budget of ex­
penditures to the equity holders for considera­
tion. The approved budget constitutes au­
thority for purchasing goods and services. 
Assist the chief executive in the preparation of 
an annual income or compensation budget for 
submission to the equity holders.
□ Supervise personnel systems for timekeeping, 
billing and accounting, including premailing 
review of billing. Ensure timely input and send 
appropriate reminders. Make periodic reports 
to the equity holders on cash flow, achievement 
of budgeted objectives and other financial and 
management data. Enforce the firm’s policies 
with respect to disbursements, travel ad­
vances, office meetings and other admin­
istrative matters.
□ Control the fee collection procedures of the 
firm. Review accounts receivable regularly to 
ensure timely payments.
□ Prepare CPE requests for all firm members in 
accordance with budget guidelines.
□ Oversee client promotion seminar details, in­
vitations and facility accommodations.
□ Coordinate the client job scheduling procedure 
in concert with firm professionals.
□ Coordinate the firm’s promotional brochure 
and marketing efforts.
The Firm Administrator’s Authority
□ Within budgetary limits and the general policy 
guidelines of the equity holders, the admin­
istrator has the authority to engage, discipline, 
promote, discharge or reassign nonprofes­
sional personnel, to purchase supplies and 
equipment, to sign checks and to make rec­
ommendations on salary increases and other 
benefits applicable to nonprofessional 
personnel.
□ The administrator is in full charge of the opera­
tion of all office systems and may recommend 
and make changes consistent with the policy of 
equity holders and the philosophy of the firm 
toward the work it performs for clients.
The administrator should have full access 
to all firm books of account and attend all 
equity holder meetings. In the absence of a 
firm bookkeeper, the administrator would be 
responsible for preparation of the firm’s finan­
cial statements as well as all disbursement 
checks.
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Tips for the Campus Interview
It is a good idea to invite some of the faculty to lunch on the day the firm is holding campus interviews to hear 
comments about the students. Also, schedule campus interviews regularly, and choose an enthusiastic member of 
your firm to conduct them. Have him or her study the literature on human relations, because your interviewer must 
be able to quickly establish a good rapport with students if you are going to attract any of them to your firm. The 
inteviewer should be prepared to
Emphasize the advantages of working for a local 
firm, rather than a larger one, such as
□ Fewer transfer problems
□ Less travel
□ More varied experience
□ Greater personal attention
□ Closer bond with the firm
□ Better job satisfaction
□ Less turnover
□ More client contact
□ Greater client appreciation
□ More opportunities for advancement
□ More freedom to explore and carry out ones 
own ideas
□ Possibly more monetary rewards in future 
years
□ Better facilities
□ More attractive quality of life (shorter com­
mute, better school system, etc.)
Respond to certain questions such as the following, 
which are usually of great concern to students:
□ How much travel do your employees have to 
do?
□ What kinds of formal staff training and CPE 
programs do you offer?
□ What assistance does your firm offer in prepar­
ing for the CPA examination?
□ What kinds of insurance do you provide for 
staff?
□ How do you compensate for overtime?
□ Do you reimburse for moving expenses?
□ What is your policy regarding vacations?
□ What is the average length of time required to 
make partner in your firm?
□ Do you encourage staff to obtain certifications 
other than CPA, such as CMA and CIA?
□ Do you encourage staff to do postgraduate 
work at a university?
College Recruiting
(Continued from page 1)
must have its financial statements audited, and you 
can offer to serve as the auditor. If firm finances 
permit, you can make contributions to a student 
accounting organization or give a scholarship in the 
firms name and make the award to the recipient at 
an organization meeting or banquet. You can install 
a plaque with recipients’ names on campus.
You can also sponsor social and sports events for 
students and members of the firm. If you have 
enough people, challenge a student organization to 
a game of basketball, softball or volleyball. A pizza 
party is a popular way for students and your person­
nel to become acquainted. Another way is field 
trips—having a manageable number of students 
visit your firm.
At these visits, several staff and partners can 
make presentations explaining the services offered 
by the firm and the duties performed by people at 
various levels. As well as allowing students to hear 
professionals describe their work and the career 
paths available in public accounting, these visits are 
an opportunity to impress students with the quality 
of your firm, its personable atmosphere, the enthu­
Practicing CPA, July 1985
siasm of your staff and the advantages of working 
for a local firm in general.
Have a list of questions to ask the students, and 
select some that will be asked of everyone to help in 
comparisons. Stress interviews are not recom­
mended. Students don’t like them and the firm will 
not develop a good reputation on campus.
Be knowledgeable about current salary ranges in 
your area, and be flexible in extending invitations 
for office visits. If candidates are outstanding, con­
sider inviting them during the campus interview. 
Students are impressed by the indication that the 
recruiter really likes them. A quick invitation may 
give the local firm the edge.
When students are invited to the office for inter­
views, the visits should be organized and the stu­
dents provided with a copy of the schedule, 
including names, position and time slot for each 
segment of the visit. Arrange for several firm mem­
bers, including junior staff members and other 
alumni from the same college, to talk with the can­
didates, and make sure you can get quick feedback 
from them.
You might want to consider inviting a candidate’s 
spouse to join you for lunch or for cocktails at the
7
Conferences You Just Can’t Miss
The Small Firm Conference
Although the issues may appear to be the same, 
individual practitioners and smaller local 
firms must often deal with practice manage­
ment problems and procedures that are in 
many respects quite different from those of 
larger firms. Attracting and retaining talented 
professional staff, marketing services, finding 
specialized areas that offer growth oppor­
tunities, knowing what factors to consider 
when evaluating possible mergers or acquisi­
tions, or just trying to increase profitability in 
the face of mounting competition and rising 
costs can present special problems to small 
firms.
The 1985 Small Firm Conference has been 
developed by the AICPA’s management of an 
accounting practice committee to help firms 
deal with such issues. Two days of presenta­
tions by sole practitioners, partners with 
small- or medium-size firms and by con­
sultants; group and evening discussions; and 
question-and-answer sessions should result in 
the exchange of much useful information and 
many profitable ideas.
The small firm conference is again being 
held on two dates in two different locations: 
August 8-9 at the Westin Hotel at Coplev Place, 
Boston, Massachusetts, and September 19-20 
at the Pointe at Tapatio Cliffs in Phoenix, Ari­
zona. While attendance is not limited to firms 
of any particular size, the conference is likely 
to have greatest appeal to sole practitioners 
and firms with two to three partners.
New this year—
Two expanded MAP conferences
Because the 1984 three-day MAP conference 
was so well received, the management of an 
accounting practice committee is holding two 
three-day conferences this year.
No matter what size the firm, there are 
bound to be some topics among the thirteen 
presented at each of the two practice manage­
ment conferences that will interest every 
practitioner.
Among the topics at the first conference—on 
July 17-19 at the Denver Marriott City Center, 
Denver, Colorado—will be ones dealing with 
developing a strategic plan for growth and 
prosperity; formulating effective marketing 
and practice development programs; structur­
ing personnel management systems so that tal­
ented people reach the top; investing in private 
companies; and various aspects of value 
billing.
At the second conference—on September 
11-13 at the New Orleans Sheraton, New Or­
leans, Louisiana—the presentations and dis­
cussions will include sessions on structuring 
firms to maximize flexibility; increasing part­
ner productivity; communicating effectively; 
developing and marketing new services; fees, 
billing and collection; personal financial plan­
ning; and mega-trends for accountancy.
For more information on these conferences, 
contact the AICPA meetings department, (212) 
575-6451. [7]
conclusion of the visit. A spouse can often influence 
a candidates decisions and will be favorably in­
clined toward a firm that shows an interest in his or 
her feelings. And of course, if any candidate is an 
outstanding prospect and the office interviews and 
feedback reinforce that opinion, you should be pre­
pared to extend an offer for employment during the 
visit. The reason is the same as before—candidates 
are impressed when a firm appears to really want 
them.
Adopting a few of these ideas for developing close 
relationships with college faculty and becoming in­
volved in student activities can give you the means 
to communicate the opportunities and advantages 
of employment with a local firm. Once aware of the 
facts, many students may well conclude that em­
ployment with a local firm best suits their personal 
objectives and goals. [7]
—by Marilyn E Hunt, CPA 
School of Accounting 
University of Central Florida 
Orlando, Florida 32816
Editor’s note: Among several articles on recruiting that 
have appeared in The Practicing CPA, two local firms’ 
recruiting techniques were described in "How One 
Local Firm Does It,” December 1980; and "Establish­
ing a Local Firm Recruiting Program,” June 1982. 
Readers may also find helpful the suggestions for mak­
ing the office visit and the first day at work successful 
(see Letter to the Editor, October 1982, and "Some 
Thoughts on Staff Orientation,” September 1984).
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Questions for the Speaker
One of the benefits of participating in practice man­
agement conferences such as those described on 
page 7 is being able to seek answers to specific 
problems in your practice. For example, at one 
AICPA conference, a practitioner asked, “What dis­
ciplinary action should be taken against a partner 
who has a poor record of production and 
collection?”
Asked the same question, Richard A. Berenson, a 
New York City practitioner, responds that it is not a 
question of disciplinary action being needed. 
Rather, he says, there is a need for counseling to find 
out if there is a way to get the partner to produce.
Daniel S. Goldberg, who practices in Livingston, 
New Jersey, says that the deficiency should be called 
to the partners attention and, if that fails, the part­
ners future participation in the firms earnings 
should be reduced.
Other practitioners say that a well-organized firm 
has a production budget for every partner. They 
suggest that those partners who do not have a 
valid reason for failing to attain their budgets 
should simply receive less compensation than 
those partners who meet or exceed their budgets.
These practitioners believe that the problems of 
late billing and failure to take proper steps to collect 
delinquent accounts can be eliminated if firms have 
written policies on billing and collection. Some of 
them suggest setting time limits, both for the billing 
of work and for the collection of accounts. Then, if 
partners do not comply with the firm’s policy, the 
amounts are charged against their month-end com­
pensation checks and withheld from their pay.
Of course, they say, recognition should be given to 
the fact that, despite precautions, some accounts 
will become delinquent and even uncollectible. Col­
lections should only be charged to partners when 
there is evidence of failure to comply with the firm's 
procedures on delinquent accounts.
Another question: “Is there a point at which a 
partner should be exempt from billing and collec­
tion responsibilities?” Mr. Goldberg and Mr. Beren­
son both respond that if it becomes clear that a 
partner is unable to bill and collect properly and 
that others can do a better job, then it may be neces­
sary for someone else to do the billing and assist 
with the collection.
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